Summary
Introduction
At a time marked by constant changes in consumer preferences, rapid technicaltechnological development and increasing rivalry among competitors, it is becoming essential for companies to develop an effective mechanism for reacting to market changes which in market literature is known as market orientation (MO). Goldman and Grinstein (2010) indicate that MO is becoming a crucial strategy for realizing and maintaining a competitive advantage in an unstable business environment. According to most authors MO represents an implementation of marketing concepts (Kohli & Jaworski, 1990 . However, laying the foundations for MO is not easy or simple. Namely, different authors writing from various stand point are studying the aforementioned phenomenon, which as a result leads to various definitions of the same concept. Two dominant approaches to the conceptual determination and measuring of MO stem from the work of Narver and Slater (1990) , and Kohli and Jaworski (1990) . According to Narver and Slater (1990) , MO consists of three behavioral components: consumer orientation, competitor orientation and interfunctional coordination, and two decision criteria: long-term focus and profitability. Consumer orientation includes knowing the current and future needs of consumers in the target market so that the organization is able to continually deliver superior value to them. Competitor orientation refers to the monitoring and understanding of short-term strengths and weaknesses of the competition as well as their long-term abilities and strategies. Interfunctional coordination represents the coordinated use of all available resources of the organization in the creation of superior value for target consumers (Narver & Slater, 1990 ). According to the second approach, advocated by Kohli and Jaworski (1990) MO has three very important aspects: (1) generating market intelligence which includes the collection of information on the market; (2) spreading market intelligence horizontally and vertically in the organization; and (3) a response in the form of concrete activities taken by organizations in accordance with the market conditions. The definition of Kohli and Jaworski is based on the behavioral dimension of interpretation of MO, while Narver and Slater base their definition on the cultural dimension of an organization. Despite a distinctive difference, these two interpretations of MO share certain similarities. In both cases scientists point out that an important aspect of MO is the gathering of information from consumers and competitors and emphasize the importance of collective effort in the creation of value for consumers (Julian, Mohamad, Ahmed, & Sefnedi, 2014) . However, Nerver and Slater (1990) are better at comprehending the essence of the marketing concept, including in the concept of MO all the bearers of marketing concepts and emphasizing the long-term perspective of acquiring profit. From that point of view, the approach of Narver and Slater could be considered a more encompassing one. This approach is taken as the starting point in studying the effect of MO on business performances in this paper.
Irrespective of the different viewpoints on MO, it is certain that MO is necessary in business management and administration for the increase in business performance (Levitt, 2004 (Willer & Lernoud, 2017) . In Serbia, which can in terms of organic food be considered an emerging market, there is a significantly smaller number of producers. Namely, during 2015 there were 300 registered organic food producers and processors. The methods of organic production are implemented on approximately 15'298 ha, which makes up only 0.4% of the overall agricultural land. This production capacity is in agreement with the current level of organic food consumption on the national market. The overall turnover in the organic food sector in Serbia was estimated at US$ 40 million, while the average annual expenditures was 5 dollars per capita (Willer & Lernoud, 2014 , 2017 . A deeper understanding of MO and understanding of its role in the business success of the organization can lead to the increase in the number of market oriented organic food producers and thus provide quicker development of the national market. In addition, the development and application of MO in the businesses of organic producers creates the conditions for the expand of this concept in sustainable MO (Mitchell, Wooliscroft, & Higham, 2010 
Research methodology

Hypotheses and conceptual framework
Bearing in mind the fact that the implementation of MO in business contributes to a better understanding of the market, the aim that was set in the research was to study and evaluate the degree of MO in the businesses of Serbian organic food producers, and to identify the connection between their MO and business performances. During the realization of this type of goal, we formed the following hypotheses:
H1: A higher level of MO in business has a positive influence on the growth in sales; H2: A higher level of MO in business has a positive influence on the market share; H3: A higher level of MO in business has a positive influence on profitability; H4: A higher level of MO in business has a positive effect on the overall business performance.
In accordance with the defined hypotheses, we developed a conceptual framework which consists of an independent and dependent variable. MO represents the independent variable, while the dependent variable is manifested through the indicators of business performance ( 
Questionnaire development and measures
The research presented in this paper is based on the findings obtained through quantitative analyses, through the means of a survey questionnaire. The measuring instrument used was the structured questionnaire which included 28 questions grouped into three segments. The first group of questions was aimed at studying the intensity of the application of MO in the businesses of domestic organic food producers (14 questions). The second group of questions is focused on measuring the business performance of producers (4 questions), while the third group of questions is formulated with the intention of discovering the basic data and characteristics of Serbian organic food producers (10 questions). All of the questions are represented in the form of closed-end questions with multiple-choice answers and a five-point scale.
Based on the two main approaches in the evaluation of the MO, two different scales for the evaluation of MO emerge: MKTOR (Narver & Slater, 1990 ) and MARKOR (Kohli, Jaworski, & Kumar, 1993) . MO in this study is measured by a scale which is adjusted to suit the MKTOR scale. The reason for opting for the MKTOR scale lies in its suitability for measuring MO on different and heterogeneous markets (Hooley et al., 2000) , which makes it an appropriate scale for measuring MO of transition countries, including Serbia. The scale included 14 items, 5 of which were used to measure consumer orientation, 3 to measure competitor orientation, 4 to measure interfunctional coordination and 2 items to measure the long-term orientation towards profit (table  1) . The intensity of the items of MO was measured on a five-point Likert scale. The respondents through their answers indicated the extent to which they agreed with the statements on the practices of MO in their businesses. The scale ranges from 1 which means "I completely disagree" to 5 which means "I completely agree". Our strategic goals and policies are directly aimed at client satisfaction. 3 The level of client satisfaction is regularly evaluated.
4
Our organization differentiates our market offer in relation to the differences in the needs and requirements of various clients.
5
Our organization is focused on building close and strong relationships with our most important clients. 6 Information on competitors is regularly gathered.
7
The comparison of our offer and the offer of our most important competitors is regularly performed. 8
Our organization rapidly responds to any activities of our competitors. 9
Long-term orientation to profit is a characteristic of our organization.
10 Improvement in market performance is equally important as the improvement of internal effectiveness.
11
Information on clients is transferred to all the departments and all the functions of the organization. 12 All the departments in the organization work on satisfying client needs.
EP 2017 (64) 4 (1651-1668)
No. Items 13 The structure of our organization is flexible and enables better client services. 14 Rewarding employees is connected with market performance and client satisfaction.
Source: adapted from: Narver and Slater (1990) Measuring business performance requires the differentiation between two basic principles. The first is the objective approach is based on absolute measures, while the other is a subjective approach which primarily takes into consideration performance in relation to competitors or expectations. In this research we relied on a subjective approach where the respondents were asked to rate their business performance over the last three years in relation to their expectations, on a scale from 1 to 5 (1-very poor, 5 -excellent). A subjective approach was selected due to the difficulties in gathering objective data. The measuring included four indicators:
• the market share (Narver & Slater, 1990 (Kohli & Jaworski, 1990 ).
The market share was selected since it is a measure based on consumers and is an important indicator in evaluating the performance of the food industry, while increase in growth and profitability are included due to their importance in evaluating organizational effectiveness and efficiency (Gladson Nwokah, 2008, p. 282).
Sampling and data collection
The target population in the research were registered organic food producers on the territory of the Republic of Serbia. The size of the population was determined by the number of producers which were included in the publically available records of the Ministry of Agriculture and Environmental Protection on producers included in organic food production with a permit to produce issued by verified control organizations for 2012, and the list included 1061 producers. Due to financial and logistic obstacles 3 this study could not focus on all the subjects of the target population. Thus the research was carried out on a simple random sample which included 41 producers. The sample predominantly consists of a small sized of producers (56.1%) organized primarily in the form of limited liability organizations (48.8%) and family farms (41.5%) with a majority local capital (95.1%). The largest number of production units (56.1%) can be found on the territory of Vojvodina which might be considered the main zone of production (table 2). Source: The data which the author obtained in his own field work A further analysis of the national organic producers reveals other important characteristics of their business. Namely, most of the sample consists of producers whose production has organic status (58.5%), while only 28% are undergoing the process of conversion. The greatest number of respondents have been involved in this type of production for 3-5 years (34.1%), and only a few of them have been involved in organic production for longer than one decade (12.2%). This only confirms the fact that in Serbia, organic production is still in its initial phase of development. The surveyed producers mainly decide to practice both organic and conventional production at the same time (61%). The food processing industry in the national organic food sector indicates a slight improvement which is supported by the significant percentage of surveyed producers who are also involved in the production and processing of organic products (63.4%).
In the case of the structure of production, 68.3% of the respondents produce plant products and only 12.2% produce animal products. With such a structure of production, the greatest number of producers is oriented towards the regional market (48.8%) and national market (31.7%).
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For the realization of the goals of the research we combined an online interview and a personal interview. The questionnaire was first prepared in electronic form and distributed to approximately 120 randomly selected addresses of producers. One part of the email addresses was obtained through the National Association for Development of Organic Production "Serbia Organica", while the other addresses were collected by browsing the internet presentations of producers as well as through telephone contacts. Considering that the response rate was low and made up only 10%, the email survey was extended to include a personal interview carried out at the 81 st International Agricultural Fair held in Novi Sad 4 . The fair participants, who were also included in the sample, were chosen randomly, so that the personal interview included 29 producers. The overall survey lasted from May 8 until June 3, 2014, at which point the survey procedure ended.
Data analysis
The obtained data were processed using SPSS 21 (Statistical Program for Social Science) computer software. The used data processing methods included descriptive and analytical statistical methods. The applied descriptive measures included relative numbers, central tendency measures (means) and dispersion measures (standard deviation). The reliability of the measuring scales was determined using Cronbach's alpha coefficient. In order to study the statistical significance between the categories of variables, we carried out a correlation analysis. The level of probability was considered statistically significant at the level < 0.05.
Research findings and discussion
Results of realiability analysis
When carrying out the research care must be taken that the scales of measurement are reliable, that is, that there is internal scale consistency. The internal consistency of the items was measured using Cronbach's alpha coefficient. The value of this coefficient ranges from 0-1, where the acceptable values are all the values above 0.70 (Pallant, 2011) . The value of Cronbach's alpha coefficient for MO is 0.908, and for business performance is 0.879. The obtained values by far exceed the borderline values, which indicates adequate reliability and internal consistency of the manifested variables.
The descriptive statistics
Once the internal consistency of the scale was evaluated, an analysis of the descriptive statistics of the scales which make up the conceptual framework was carried out. The means and standard deviation were used in the analysis. The analysis of the items within the MO scale indicates that the item "Our organization is focused on building close and strong relationships with our most important clients" is most pronounced, that is, that most of the participants agree with it (AS = 4.61). Contrary to that, the item "The level of client satisfaction is regularly evaluated" is one that the participants agreed with the least (AS = 3.34). The means for the items which make up the MO scale lead us to the conclusion that in the case of producers, generally there is a moderate to high level of MO.
Within the Business performance scale, the participants singled out sales growth as the indicator of performance which the most satisfied their expectations in the last three years (AS = 3.51). On the other hand, profitability is the weakest ranked indicator of business performance (AS = 3.37) (table 5) . However, the difference between the means of sales growth and the means of profitability is negligibly small, which indicates that the producers are generally satisfied with the achieved growth in sales, but also the other indicators of performance (market share, profitability and overall performance) over the past three years.
The results of the normality of distribution test
The normality of distribution was studied using the 
Results of the correlation analysis
The correlation analysis was carried out to determine whether there is a connection between MO and business performance as the basic variables of the initial model, as well as to determine its strength and direction. Considering that the basic assumption of Pearson's correlation was not satisfied, the one which refers to the normality of distribution, in this case the connection was studied using Spearman's rank correlation coefficient (ro). column 3) . All of the statistically significant correlations are positive, which means that with an increase in the value of one, there is an increase in the value of the other variable. The order of the statements is determined based on the intensity of the correlation. Therefore, hypothesis H1 has been confirmed.
There is a statistically significant positive correlation between the MO of a business and its market share, ro=0.319, n=41, p<0.042 (middle correlation). A more detailed analysis indicates that there is a statistically significant correlation between the market share of an organization on the one hand and the following statements: Improvement in market performance is equally important as the improvement of internal effectiveness (a middle correlation), Information on competitors is regularly gathered (middle correlation) and All the departments in the organization work on satisfying client needs (middle correlation). All of the statistically significant correlations are positive (table 4, column 4). Thus, the hypothesis that a higher level of MO of the organization has a positive influence on its market share.
There is a statistically significant positive correlation between MO of the organization and its profitability, ro=0.456, n=41, p<0.003 (a significant correlation). A more detailed analysis indicates that there is a statistically significant correlation between profitability of the organization on the one hand and the following statements: Information on clients is transferred to all the departments and to all the functions of the organization (a significant correlation), Long-term orientation to profit is a characteristic of our organization (a significant correlation), Information on competitors is regularly gathered (a middle correlation), Our strategic goals and policies are directly focused on the building client satisfaction (a middle correlation), Information on client needs and requirements is regularly gathered (a middle correlation), Our organization is focused on the building of close and strong relationships with our most important clients (a middle correlation), All of the departments in the organization work on satisfying client needs (a middle correlation) and Our organization rapidly responds to any activities of our competitors (a middle correlation). All of the statistically significant correlations are positive (table 4, column 5). Based on that, we have confirmed the hypothesis that a higher level of MO has a positive influence on its profitability.
There is a statistically significant positive correlation between MO and the overall business performance, ro=0.379, n=41, p<0.015 (a middle correlation). A more detailed analysis indicates that there is a statistically significant correlation between business performance on the one hand and the following statements: Information on competitors is regularly gathered (a significant correlation), Our organization differentiates our market offer in relation to the differences in the needs and requirements of various clients (a middle correlation), The level of client satisfaction is regularly evaluated (a middle correlation), The comparison of our offer and the offer of our most important competitors is regularly performed (a middle correlation) and Improvement in market performance is equally important as the improvement of internal effectiveness (a middle correlation). All of the statistically significant correlations are positive (table 4, column 6). Once again we proved the hypothesis that the higher level of MO has a positive effect on overall business performance. 
Conclusion -implication, limitations and future research directions
This study provides empirical evidence that MO of organic food producers has a positive effect on their business performance. The positive effect of MO on selected indicators of performance has been confirmed for all the indicators of performance (sales growth, profitability and the market share) as well as the overall business performance. At the same time, the strongest positive influence of MO is realized on profitability, and the weakest influence on sales growth. Of the individual items of MO, the most significant ones for the improvement of business performance are the following: Information on the competitors is regularly gathered, Our organization is focused on building close and strong relationships with our most important clients, Information on clients is transferred to all the departments and all the functions of the organization and Longterm orientation to profit is a characteristic of our organization. This indicates that customer orientation, competitor orientation and interfunctional coordination are equally important dimensions of MO, while long-term profitability is the ultimate goal of market orientated companies.
The results of this research could aid organic food producers in Serbia to realize the importance of MO as a key factor of performance improvement. The producers should first attempt to continually gather information on the needs and requirements of current and potential consumers. What is more, producers should rate the satisfaction of their clients regularly, and care for their clients even after the completion of sales and provision of services. In addition, management should gather information on direct and indirect competitors, at the same time monitoring their activities, strategies and products. The essential information on clients and competitors needs to be distributed through all the levels of the organization. During regular staff meetings, the obtained information on clients and competitors could be analyzed, and news ways of organizing responses to current market information could be suggested. If the organization were to respond by providing greater value to the clients than the competitors, it could acquire the favor of and trust of the clients. Loyal consumers usually return to purchase once again and become immune to the pressure of competitors thereby generating increased sales for the organization. The result is an increase in the market share. Greater sales growth and a greater market share in comparison to the competitors leads to greater income and thus greater potential profitability.
In addition to its significant contribution to the improvement of management theory and practice, the empirical study has several limitations which do not significantly diminish the quality of the obtained results. The first potential limitation of the research results is the knowledge that the questionnaire might have been completed by individuals who are not in charge of marketing, which might be a consequence of the choice of an online survey. The second potential limitation refers to the fact that no moderating variables were included in the study on the connection between MO and business performance. Thirdly, there is the possibility that the surveyed producers, with or without the intention of being prejudiced in offering responses, evaluating the claims in the questionnaire by overestimating their market power. The limitation of this, as well as most other studies, lies in the lack of any monitoring of marketing activities of producers over time. Finally, a relatively small sample could limit the validity of the conclusions drawn in relation to the research questions.
Based on existing research and the previously cited limitations, in this study we suggested several possible directions for future research. Mainly, the connection between MO and business performance should be studied over a period of time exceeding three years, which made up the studied interval of business performance in this study. Along with the development of the organic food market, the connection between MO and business performance should be studied and analyzed in a wider context. This means that the goal of upcoming research should be to study factors which could be moderators of the influence of MO on the business performance of organizations. In the case of business performance, there is much room for further research both in the selection of the measures of performance and the means of their measuring. Starting from a multidimensionality in performance, we should take into consideration the inclusion of other nonfinancial measures of performance which could help in the evaluation of short-EP 2017 (64) 4 (1651-1668) 
